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Progress, insights, lessons 
Evidence and creative content 
The three main activity clusters here revolve around 1) the evidence, 2) messages, media and 
stakeholders and 3) a toolkit to bring the other activities together. The main focus so far has been on 
the first two activity clusters. A table at the end of this section lists activities and progress to date. 
Evidence stream 
ILRI leads the work on evidence and small research teams are working from the draft message map 
(that drew from the initial September 2016 team meeting brainstorming sessions) to identify exactly 
which statements to work with and, for each, the key arguments and evidence for wider use. Key 
facts or data are also being compiled. For nutrition and gender, groups of scientists met face to face 
and virtually to review the messages together to identify and review the potential statements and 
evidence.  
Alongside the GLAD evidence work, we are trying to ensure synergies with related projects and 
efforts – including the 2016 HLPE Inquiry into Critical and Emerging Issues for Food Security and 
Nutrition, a GSMA-funded ‘m-content’ project to generate validated livestock and nutrition 
extension messages as SMS messages, a collaboration with Land O Lakes in some learning events 
around animal source foods, initial plans of the Supporting Evidence Based Intervention (SEBI)  
project to collate ‘killer’ livestock facts, the Foundation-supported work of the Livestock Global 
Alliance (LGA) on livestock investment modalities, and many others. 
At the time of writing, four draft evidence collating documents have been produced.  These need to 
be further validated and refined and then fed into other strands of the project – including ultimately 
a final and updated message map.  
Some of the lessons or issues emerging as the work on evidence collation has advanced include: 
• The extent to which the statements and arguments (and evidence) are ‘global’ versus 
developing country in scope. The audience is around sustainable livestock development so 
we want to prioritize evidence on those issues/from those countries. In some cases 
however, the evidence is mainly from developed countries so is not always so relevant 
(depending on the issue). Related to this are questions around location-specific evidence 
and whether we can/should be generalising to developed regions more generally. In some 
cases, we cannot find evidence from developing-country situations so are using the global 
evidence base – which anyway is also very relevant for some statements (on the 
composition of milk, the bacteria in meat, etc). This is important as we are including a ‘level 
of confidence’ in the evidence measure. 
• Some of the statements, around health for example, are phrased around risks rather than 
benefits and we need to consider how best we use these – or re-phrase them. They need to 
be the basis for decisions and actions, and hopefully increased and/or better investments – 
to build on benefits or reduce risks.  
• Some of the initial messages in the map read more like recommendations than evidence. We 
have sought to focus on statements and associated evidence-based arguments than can be 
the basis for messages. We recognize that this is a fine distinction sometimes. We also seek 
to link with the BMGF project led by the Livestock Global Alliance to guide donor livestock 
sector investments as we think that project is going to focus mainly on the ‘how’ questions 
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and advice once a decision to invest, based on compelling evidence, has been made.  So we 
still need a round of reviewing to be sure our ‘statements’ and evidence are not 
recommendations and that they match the LGA work as far as possible. 
• The data and evidence is scattered and the data and numbers used are especially often 
contradictory. So additional effort is still needed to line this all up to provide the planned 
‘layers’ of access to the evidence from a few facts through to key arguments and deeper 
evidence. 
• In many areas the arguments are very complex and difficult to capture in a single short 
statement.  The gender group, for instance, identified some statements indicating the 
benefits of livestock for the livelihoods of women. They also concluded: “globally, 
commercialization and intensification of livestock and livestock commodities are likely to 
lead women in households to be marginalized.” So, how do we reconcile evidence showing 
benefits to women, in the short term perhaps, with longer term marginalization of women? 
This is likely to also appear in other areas. This is something we need to resolve as me move 
from collation into distillation and dissemination. 
Messages, media and stakeholders stream 
Marchmont leads the work on messages, media and stakeholders. So far this has led to several 
products – completed media and stakeholder audits as well as draft message map and almost 
finalised message testing exercise.  
The media audit looked at 30 top-tier and regional media outlets, to analyse the range, frequency 
and sentiment of coverage of the livestock sector in the last 12 months. Analysis showed that the 
most frequently reported aspect of livestock was its contribution to greenhouse gases (featuring in 
~100% of outlets analysed), followed by its role in income generation (~65%), its potential as a 
mitigation tool (~30%), and nutrition in the developing world lagging the furthest behind.  
Livelihoods and economic growth was the second most reported aspect of livestock with around 
two-thirds of media outlets analysed publishing articles within the last 12 months that recognise 
livestock’s role in income generation in the developing world. Much less frequent than “developed 
world” meat industry stories. 
Health and nutrition was the most underreported topic by far in media outlets analysed is the role 
that animal products play in beating malnutrition in the developing world. The topic of veganism 
being on the rise in the developed world also featured heavily, though most media outlets 
connected this choice to combatting climate change and animal cruelty, rather than health concerns. 
Climate and environment: Almost all of the top tier outlets analysed had featured articles on 
livestock’s contribution to greenhouse gas emissions. However, only roughly one third of media 
outlets analysed have published articles within the past year recognising livestock as a potential 
mitigation tool – signalling a major gap in reporting on the sector. 
Some other key points from the audit: 
• Developed world stories still dominate the headlines  
• Most outlets did not advocate for an exclusion of meat on health grounds, indicating an 
understanding that some meat/meat products are necessary for a healthy diet. 
• Coverage is often pegged around a separate but relevant news trigger: for instance, in 2016, 
the effects of El Niño garnered a lot of coverage with livestock featuring as a sub-theme 
within it.   
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• The importance of livestock for nutritious diets in the developing world was most 
underreported by far. 
• There is a strong appetite for science based health and environment stories. 
The stakeholder audit looked at 40 livestock stakeholders to develop a picture of the livestock 
sector, its key players and their messages to be able to identify opportunities for engagement and 
interventions that will promote the livestock sector as a driver for sustainable development. This 
audit is the basis for ongoing message testing with selected stakeholders. 
The stakeholders were assessed on their sentiment based on a reader-response reading of their 
websites, taking into account tone, language, nuance and activity focus. The majority of the 
stakeholders assessed took a positive or positive to neutral position towards the livestock sector, 
with just three identified as explicitly negative. The organisations with a negative approach to 
livestock were all NGOs with an environmental and/or animal welfare focus.  
Three other stakeholders were seen to be either neutral, neutral to negative or mixed. It is perhaps 
these organisations that offer the most obvious opportunity for engagement to emphasise the 
positive aspects of livestock, especially in terms of development, and most likely chance of changing 
opinion. 
When it comes to livestock as an instrument of development for growth and equity, most 
organisations were positive, even those classed as negative overall.  
Some other key points from the audit: 
• The majority of stakeholders act within the livestock development sector rather than within 
broader development contexts (e.g. diet; poverty), which may explain the high number of 
organisations with a positive attitude. 
• Much of the messaging of these stakeholders (both negative and positive) is consumer-
facing, treating livestock as a product (meat or milk) rather than a tool for development. This 
opens up a space for advocacy to re-frame livestock as an instrument for development. 
• While some stakeholders address issues of animal welfare such as health, breeding and 
rearing, they largely avoid the emotive aspect of animal rights, which is often seized upon by 
critics.  
The table below gives a summary of activities and progress in this part of the project. 
Activity cluster Short description Specific actions and 
deliverables 
Progress markers 
1.    Audit and 
message testing 
Targeted engagement with 
influencers and stakeholders to 
map and understand 
perceptions and understanding 
of livestock. ‘Market research’ 
that will also provide some 
qualitative ‘baseline’ 
information to be re-tested 
later. 
Advise on optimal strategic use 
of livestock research evidence 
for influencing key 
constituencies (Emerging Ag) 
Conduct audits and message 
testing of how stakeholders 
and the media currently 
engage around/cover livestock 
issues (Marchmont/ILRI) 
Media audit from Marchmont - 
READY 
Stakeholder audit from 
Marchmont - READY 
Draft message map from 
Marchmont – READY; FINAL 
VERSION AFTER THE EVIDENCE 
REVIEW IS COMPLETE 
Message testing with 
stakeholders – IN PROCESS, 
REPORT EXPECTED END JULY 
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2.    Evidence 
collation 
Rapid structured mapping of 
livestock evidence to identify 
what exists, levels of 
confidence, gaps and 
strong/weak dimensions. ‘Pre-
product development’  
Review and collate evidence 
(and gaps) on livestock and: 1) 
Growth and equity; 2) 
Nutrition and health; 3) 
Environment and climate 
change (ILRI) 
Draft message map adjusted 
by ILRI as basis for the 
evidence collation - DONE 
Evidence collation by ILRI – 
FIRST DRAFTS READY, 
DISTILLATION IN JULY-AUGUST; 
ILRI/LAND O LAKES ASF AND 
NUTRITION 1 DAY LEARNING 
EVENT IN NAIROBI; 
ENGAGEMENT WITH 
LIVESTOCK ‘M-CONTENT’ 
GSMA PROJECT ON MESSAGES 
FOR FARMERS; 
Wider Content and message 
collation as part of HLPE 
October 2016 process 
Initial contacts with SEBI 
project to align their planned 
work on Livestock ‘killer facts’ 
compilation. 




convenings to synthesize 
evidence with message and 
engagement feedback into 
communication products. 
‘Product design’ 
Review and critique the 
evidence to generate 
information ‘layers’ associated 
with messages and inputs from 
the ongoing message testing 
and policy process 
engagement. Producing draft 
synthesized products for use in 
in toolkit and others 
(ILRI/Marchmont/Emerging Ag) 
To complete after activity 2 
above 





media products presenting 
evidence, data, messages for 
decision makers. ‘Influencing 
products’ 
Produce and compile and test 
added value creative 
communication products as a 
multimedia toolkit 
(Marchmont/ILRI/Emerging Ag) 
To complete after activities 2 
and 3 above 
GASL May 2017 event used as 
opportunity to gather 
supporting video and interview 






Convening and engagement  
The three activities in this cluster are: 1) global advocacy and policy engagement (mainly UN-
focused), 2) targeted institutional advocacy and 3) media outreach. The main focus so far has been 
on 1 and 3, with some initial scoping work towards targeted institutional advocacy directions to be 
followed in year 2 of the project. A table at the end of this section lists activities and progress to 
date. 
Global engagement stream 
Emerging Ag leads this work. In the first year of the project, the focus is on UN processes and, by July 
2017, three ‘advocacy tours’ at important UN events have been organized. These normally comprise 
facilitated introductions to influential individuals, participation in side and plenary sessions, and 
support for targeted side events with partners. The July 2017 tour is aligned to the media outreach 
led by Marchmont – see below under media outreach. 
Alongside the three specific tours held as part of the project, Emerging Ag has drafted a strategy to 
guide ILRI and the livestock sector more generally engagement in the UN system. This provides an 
overview of the UN elements and what they do, and their position within an institutional ‘power 
map’.  
The strategy is based on three core activities (informed by greater understanding of the UN system): 
1. Proactively Influencing ILRI’s Position  
2. Strengthening Relationships 
3. Exploring Strategic Partnerships 
The strategy also proposes general principles of engagement:  
• Exposure to leadership: Deploy sector leadership carefully in strategic settings and with 
proper preparation. In many UN settings, the criteria of high-level staff (often defined as 
CEO/Director General strictly or sometimes open to Vice Presidents) applies with the 
possibility of bringing usually one assistant.  
• Linkages to farm groups: Farmers are important advocates for farming but have traditionally 
been excluded from the international policy debate on agriculture and food. Joining 
coalitions with farm groups is an important endeavour, particularly given the current climate 
on the livestock in many European countries. The chairs of many of co-operatives are 
farmers. They could be powerful allies in the UN context where they have an official seat in 
most consultative mechanisms arising from the Rio processes.   
• Onsite presence in key events: Raising the public profile of the sector means active 
participation in events bringing together key influencers and policymakers in the agri-food 
community. This entails speaking slots, participation for networking, and organization of 
side-events.  
• Understanding the UN Calendar: There are milestone events, such as UN outreach missions 
organized well in advance; and then opportune moments that may present themselves 
unexpectedly, responding to UN developments. It is important that resources, in particular, 





Targeted institutional advocacy stream 
The project plan for year 2 is to move from more global UN advocacy engagement to more targeted 
institutional activities. To guide this work, Emerging Ag developed a draft donor engagement 
strategy document that sets out some directions and profiles different potential investors. The 
document is rather ILRI-centric and needs to be revised to better fit livestock sector opportunities 
beyond ILRI.  
Alongside this, ILRI’s Shirley Tarawali did a quick assessment of data available at the OECD to 
understand patterns of donor investments in the livestock sector (see example slide below). This 
raised many questions as well as giving some insights and a deeper assessment is planned to help 
guide year two priorities. 
 
Both these efforts are intended to guide selection of some priority institutions to target using the 
project’s products and advocacy community in year 2. To do this well, we still need to carry out 
some further assessment and identify a set of criteria to help guide choices.  
Two other activities were carried out that are also relevant to this.   
First, we linked up with the Livestock Global Alliance – which is a part of GASL but with its own 
strong internal momentum. It also manages another BMGF-funded project to develop an investment 
guide for the livestock sector.  In February 2017, several project team members met with Franck 
Berthe from the LGA to discuss communications for the LGA and livestock more generally. The most 
interesting result for this particular stream of work was an actor mapping exercise where different 
institutions were mapped on two axes: the level of their awareness of livestock for development, 
and their capacities to amplify and influence [investments]. Some organizations are strong and 
influential in agriculture, but are less aware of livestock. Others are very aware of livestock but also 




This led us to two, perhaps three, initial directions for advocacy, with some implications for selecting 
target institutions (see diagram below):  
1. Target influential actors with existing strong amplification capacities so they ‘learn about 
livestock’. Examples are IFAD, USAID, the World Bank, general development NGOs or 
specialized media that already work in the wider agricultural sector. The UN, generally, and 
mass media also fit here, but pose wider challenges to influence as they are so diffuse. Once 
they are ‘livestock aware’, they are more likely to directly or indirectly help increase 
livestock investments. Their amplification capacities are also likely to influence others. The 
set of interventions is likely to be centred on making the case for livestock investments, 
using smart evidence, influence and advocacy. 
2. Target ‘livestock-aware’ actors that understand the sector so they ‘learn to advocate’ and 
thus better amplify sector benefits and priorities. Examples are stakeholders in GASL, 
ministries of livestock, the livestock donors group, specialised livestock development NGOs 
and private sector associations. Once they are ‘advocacy ready’, they are better able to 
translate their livestock insights to help increase livestock investments. The set of 
interventions is likely to be centred on capacity, alliance and agenda building employing 
communications and advocacy. This is the likely focus/audience for the planned capacity 
development products of the project. 
3. Several other target actors and scenarios may also be identified. For example, one group 
comprises actors that are both livestock unaware and weak in communication but have 
some other significant strategic role. CGIAR is perhaps an example as it directly interfaces 




Such an approach to targeting potential institutions will need to be extended with the results of the 
various audits, message testing, and the engagement strategies developed elsewhere in the project. 
Ideally also, we would want to link up with the closely-associated BMGF-supported projects in 




Second, project team members were actively involved in the Global Agenda for Sustainable Livestock 
(GASL) 7th Multi-stakeholder Partnership Meeting held in Addis Ababa in May. This was organized 
around selected SDGs and livestock and sought to identify tools, cases and lessons on what works 
and why. It also provided an opportunity to engage with the wider GASL membership, including civil 
society and social movements, the public sector, multi-lateral organizations, donors, the private 
sector, researchers and academia, etc. There is a strong interest in GASL to strengthen its 
communication – and advocacy – mechanisms and this may offer opportunities for GLAD to work 
with selected individuals and groups, as advocates, and with ‘target’ institutions such as donors or 
other investors. 
Media outreach stream 
Marchmont leads this work.  Much of the analytical work for this has been conducted under the 
evidence and creative content stream – mapping messages, media and stakeholders to guide media 
campaigns. Alongside this, one media burst, around the COP 22 event, has been run with another 
due in July 2017. These media bursts typically combine op-eds in selected media, media advisories 
that lead to interviews and other follow-up with different channels, as well as links to face to face 
elements (a side meeting at the COP; several side events at the July 2017 HLPF) together with 
supporting communications through ILRI news channels and more widely on social media where 
partners such as the LGA are actively involved. 
The table below gives a summary of activities and progress in this part of the project. 
Activity cluster Short description Specific actions and 
deliverables 
Progress markers 




Strategic / targeted 
engagement in high-level 
processes or events where 
evidence is matched to 
demand. ‘Market research’, 
testing, ‘sales’ 
Identify and convene core 
livestock actors and engage 
with other livestock initiatives 
(ILRI/Emerging Ag) 
Ratify key audiences (decision-
makers and influencers), 
platforms (online and offline) 
and related policy processes 
through initial stakeholder 
engagement (Marchmont/ILRI) 
Identify and help organize 
inputs into key UN processes 
and track the impact of this 
engagement (Emerging Ag) 
Provide strategic advocacy 
guidance including plans for 
engagement, mobilization and 
partnerships (Emerging Ag) 
High-level advocacy event/tour 
1: CFS43 – committee on world 
food security, Rome, October 
2016 - REPORT 
High-level advocacy event/tour 
2: HLM2 - second high level 
meeting of the Global 
Partnership for Effective 
Development Cooperation, 
Nairobi, December 2016 
High-level advocacy event/tour 
3: HLPF - high-level political 
forum on sustainable 
development, New York, July 
2017 – SEVERAL ACTIVITIES 
PLANNED 
 
Draft UN engagement strategy 
from Emerging Ag - READY – TO 
BE COMPLETED IN JULY 
6.    Targeted 
institutional 
advocacy 
Strategic / targeted 
engagement using evidence 
and products directed to 
selected donors and other 
influencing institutions.  ‘Sales’ 
Identify and engage with 
selected current and potential 




Draft donor engagement 
strategy from Emerging Ag – 
READY – TO BE COMPLETED IN 
JULY 
Discussion with LGA on a joined 
up approach to livestock 
communications and advocacy 
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– USEFUL INFLUENCE DIAGRAM 
ON DIFFERENT PRIIORITIES FOR 
DIFFERENT STAKEHOLDER 
CATEGORIES 
Major engagement during 
GASL May 2017 event 
Initial work on donor livestock 
sector investments compiled 
from ODA data. TO BE 
COMPLETED. 
TrustAfrica project supported 
project partners in Tanzania to 
co-finance dairy development 
evidence for uptake policy 
forum in Tanzania (May 2017); 
targeting Ireland, New Zealand 
and other local investors. 
Generated some advocacy 
priorities. 
7.    Media 
outreach 
Targeted engagement with 
media communicating 
livestock for development 
messages. ‘Informing and 
influencing product’ 
Identify media opportunities, 
drafting appropriate materials 
for the media, ensure scientific 
accuracy of media materials, 
and track and report on media 
coverage. (Marchmont/ILRI) 
Media burst 1 by Marchmont 
around the COP22 (climate 
change/environment) in 
September 2016 – REPORT 
 
Media burst 2 by Marchmont 














Most of these activities follow from the others outlined above and have therefore not got beyond 
some preliminary conversations and planning. A table at the end of this section lists activities and 
progress to date. 
The first team planning/management meeting was held in September 2016 in Nairobi with all 
partners attending. This proved especially useful for the partners to get acquainted, to agree the 
major milestones, and to brainstorm messages and statements around the project’s three evidence 
clusters. 
The community platform has been established and is used for some intra-project sharing and 
exchanges. The wider platform will be activated in July leading up to a face to face meeting of some 
members in early October and opportunities to interact with the project teams as products near 
completion and require validation. 
The table below gives a summary of activities and progress in this part of the project. 
Activity cluster Short description Specific actions and 
deliverables 
Progress markers 




Meeting of the community of 
practice and others to assess 
products, receive capacity 
development, test toolkit. 
‘Product testing’ 
Host and help conduct capacity 
development workshop for 
livestock research and 
development actors 
(ILRI/Marchmont/Emerging Ag) 
Convene community of 
practice members to review, 
assess, test and validate 
synthesized products, toolkit, 
blended learning materials 
(ILRI/Marchmont) 
Planned for week of 2 October 
2017, in Nairobi 
9.   Blended 
learning 
products 
Drawing on a needs 
assessment, tested and 
adapted multi-format learning 
package targeted to support 
people wanting to deliver 
effective advocacy and 
communications on 
sustainable livestock 
development. ‘Learning at 
scale product’ 
Carry out a needs assessment 
for capacity development 
among the targeted advocates 
and communicators 
(ILRI/Marchmont) 
Produce and make available 
blended (face-to-face and 





Planned for last quarter 2017 
10.   Community 
of practice 
Light facilitated digital and 
occasional face to face 
engagement of people with 
communications and advocacy 
expertise/interest. Champions 
‘sales team’ 
Establish and moderate virtual 
communication networks 
through the publication and 
promotion of relevant 
materials and facilitation of 
online discussion and learning 
through a community of 
practice (ILRI). 
Core group set up; currently 
refining focus for wider group 





communications and reporting 
to deliver effective results. 
‘Enabling processes, 
governance and decisions’ 
Hold 3 planning/review 
meetings, ensure project 
documentation, internal 
communications and learning, 
produce reports and plans and 
manage contracts. (ILRI) 
Sep 2016 initial meeting held 






Evidence and creative content 
Almost all of the mapping work on messages, media and stakeholders will be complete by July and 
final products of this ready to feed into the communications ‘toolkit’ development, institutional 
targeting and capacity development activities. 
The evidence collation and distilling should similarly be complete in early August allowing final 
products from this to be refined into the toolkit. 
Convening and engagement  
The global UN engagement phase is due to be completed in the coming months and be replaced by a 
more targeted institutional focus – on two or so institutions. 
Media outreach continues through to early 2018, with three further bursts planned. 
We need to decide on the target institutions for the second phase of the project, ideally so we are 
ready to initiate this from December 2017. The key decision moment will be the project convening 
to be held in Nairobi early October 2017. Between now and then, criteria for this targeting will be 
identified and used to score different options and different desired results.  
Capacity 
With the various evidence and communications products drafted, the planned learning and capacity 
development activities can be fully initiated. A face to face training on communications and 
advocacy will be scheduled alongside the October convening in Nairobi. This will most likely draw 
‘trainees’ from the community of practice membership. This will also be a key moment to test the 
blended learning product so it can be adjusted as needed for wider rollout. Between now and then, 
some rapid needs assessment will be carried out with representatives of the target learning 
community – primarily, individuals engaged in livestock communications and advocacy in 
organizations identified as ‘livestock-aware’ but ‘advocacy unready’. 
The other key activity is activation of the community of practice. This has been technically all set up 
for some while already, but waits for decisions on who exactly would be the members and how they 
will be best engaged with the various project activities – providing testing, validation, feedback and 
suggestions, etc. Linking the online platform with the face to face meeting in October – for some 
participants – will be an added motivation for hopefully rich engagement by the members. 
Project management 
We plan to deliver the year one updated results framework and tracker at the end of August. 
The next team review and planning meeting will be in Nairobi in the week of 2 October. As well as 
the planned community of practice and capacity development activities, we will use this to decide on 
and updates to year 2 targets and milestones and, if possible, synthesize out the more strategic 






• Stakeholder Audit – March 2017 
• Message Testing – Interview Guide – April 2017 
• DRAFT Message Map – March 2017 
• DRAFT Evidence Collation and Distilling (4 documents covering growth and equity, animal 
and human health, environment, nutrition) – June 2017 
• Media Audit – January 2017 
• Media Burst 1 Summary - November 2016 
• DRAFT Strategy to Engage with the United Nations System – February 2017 
• Advocacy Tour 1 Summary – October 2016 




Annex 1: Project summary 
The Global Livestock Advocacy for Development (GLAD) project argues that underfunding of the 
livestock sector in developing countries is partly due to a global lack of awareness and understanding 
of livestock as well as negative views of livestock by some people in industrialized nations. The 
project aims to tackle these issues by distilling and presenting evidence and creative content on 
sustainable livestock and its development impacts, convening and engaging different stakeholders in 
high-profile events and through media, developing and delivering  capacity development to 
strengthen advocacy communications and facilitating a global community of practice for people 
engaged in these efforts.  
The project aims to address three related problems: 
(1) A growing negative view of livestock in industrialized nations that threatens sustainable 
livestock-based livelihoods in poor countries.  
(2) Despite livestock’s importance to development, at global, regional and national levels, the 
sector is typically paid scant attention in wider agricultural and broader development 
discussions and policymaking, with cereal and export crops, as well as large-scale food 
production and urban food consumption issues, receiving the lion’s share of attention. 
(3) The absence of a strong community of advocates working at different levels to communicate 
evidence in compelling ways to different audiences and influencing important decision 
making processes. 
Through this two-year investment, evidence and creative content on sustainable livestock and its 
development impacts will be assembled and creatively presented, intentional convening and 
engagement around sustainable livestock issues will be undertaken in targeted high-profile events 
and capacity development to strengthen advocacy communications will be implemented.  
It’s products and activities will be used to advocate for increased funding for livestock priorities, 
through (1) better, more communications-focused use of evidence to help change the conversation 
around livestock to focus on the importance of livestock development to smallholder livelihoods and 
the contribution of a sustainable livestock sector to delivering on the 2030 Agenda, (2) direct 
engagement with policy makers at relevant regional and global policy fora and; (3) the coordination 




Annex 2: Project approach and activities 
Under evidence and creative content, the project will assemble, synthesize and present and 
communicate evidence that highlights the opportunities for livestock to contribute to sustainable 
development in three main areas: 
Growth and equity: Livestock contributes to the livelihoods of an estimated one billion poor. 
Evidence will be assembled, synthesized and presented through creative content products 
on: livestock and livelihoods, livestock and gender (equity), the competitiveness of 
smallholders in ensuring food supply, and on ways that livestock demand contributes to 
economic growth opportunities. 
Nutrition and health: Livestock play multiple positive and detrimental roles in human 
nutrition and health. Evidence will be assembled, synthesized and presented through 
creative content products on: Emerging disease and livestock, health, nutrition and social 
sustainability and livestock, the multiple burdens of livestock disease, and on demographic 
change and implications for the livestock sector. 
Environment and climate change: Livestock are the main source of agriculture emissions; 
equally important, future climate and land use change will affect the viability and 
sustainability of livestock production. Evidence will be assembled, synthesized and 
presented through creative content products on: GHG emissions from the livestock sector, 
climate change impacts on livestock, and ecosystem services from livestock: 
After collation, this evidence will be assembled and converted into synthesized evidence, 
targeted communication materials and creative content and a ‘toolkit’ to use this evidence to 
influence key constituencies.  
Convening and engagement activities will: 
• Identify and convene core livestock actors to implement strategic and joined-up 
advocacy and communication work for sustainable livestock development. Potential 
champions at regional/national level and in key donor agencies for specific advocacy 
work will be identified and engaged to help frame livestock roles in development 
conversations. ILRI will continue its participation in the GASL and LGA, notably in 
communication and advocacy work, and in ensuring these initiatives are ‘joined up’ and 
provide potential for scaling up of opportunities opened through this project. 
• Identify and engage through targeted interventions in high-impact events to make 
prominent how sustainable livestock development influences and benefits wider 
development issues. Several key UN processes in particular related to Agenda 2030 will 
be targeted for systematic engagement, including: 
• High-Level Panel of Experts on Food Security and Nutrition (HPLE) 
• High-Level Policy Forum on Sustainable Development (HLPF) 
• Committee on World Food Security (CFS) or UNFCCC 
• High level meeting of the Global Partnership for Effective Development Cooperation 
Specific intelligence and analysis will be used to prepare a strategy document for the next two 
year period of engagement that includes plans for mobilization and partnerships and activities 
targeted to selected individual donor or policy influencing institutions.  
Capacity development activities aim to better equip those working within the project, and the 
various boundary partners with the communication tools and information to better advocate for the 
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livestock sector. It also aims to foster greater sustainability of such messaging and engagement 
through establishing on line connections and capacity development modules. Key activities include: 
(1) Developing a capacity needs assessment and using this to conduct a capacity development 
workshop for livestock research and development actors.  
(2) Produce and make available blended (face-to-face and online) capacity development 
training materials.  
(3) Establish and moderate virtual communication networks and a community of practice that 
will contribute inputs, feedback and ideas into the project’s various product development 
processes.  
The table below gives an overview of the project’s components and activity clusters. 




1.    Audit and message 
testing 
Marchmont Targeted engagement with influencers and 
stakeholders to map and understand perceptions 
and understanding of livestock. ‘Market research’ 
that will also provide some qualitative ‘baseline’ 
information to be re-tested later. 
2.    Evidence collation ILRI Structured mapping of livestock evidence to identify 
what exists, levels of confidence, gaps and 
strong/weak dimensions. ‘Pre-product development’  
3.    Issue synthesis and 
products 
ILRI Expert issue-focused mini-convenings to synthesize 
evidence with message and engagement feedback 
into communication products. ‘Product design’ 
4.    Communications 
toolkit 
Marchmont Targeted, accessible, convincing, attractive multi-
media products presenting evidence, data, messages 
for decision makers. ‘Influencing products’ 
Convening and 
engagement 
5.    Global advocacy and 
policy engagement 
Emerging Ag Strategic / targeted engagement in high-level 
processes or events where evidence is matched to 
demand. ‘Market research’, testing, ‘sales’ 
6.    Targeted institutional 
advocacy 
Emerging Ag Strategic / targeted engagement using evidence and 
products directed to selected donors and other 
influencing institutions.  ‘Sales’ 
7.    Media outreach Marchmont Targeted engagement with media communicating 
livestock for development messages. ‘Informing and 
influencing product’ 
Capacity 8.   Convening and capacity 
development event  
ILRI Meeting of the community of practice and others to 
assess products, receive capacity development, test 
toolkit. ‘Product testing’ 
9.   Blended learning 
products 
ILRI  Drawing on a needs assessment, tested and adapted 
multi-format learning package targeted to support 
people wanting to deliver effective advocacy and 
communications on sustainable livestock 
development. ‘Learning at scale product’ 
10.   Community of practice ILRI Light facilitated digital and occasional face to face 
engagement of people with communications and 
advocacy expertise/interest. Champions ‘sales team’ 
 
 
 
 
